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Preface

With origins in the mid-1960s, the development of the study of consumer
behavior as a formal discipline is a recent arrival in academics. Within this
short period of time, the burgeoning literature in consumer behavior clearly
evidences the contributions the study of consumer behavior has made and
promises to make to business organizations, public agencies, and nonprofit
organizations.

The importance of the study of consumer behavior to marketing is dem-
onstrated by the evolution of the goals and emphasis in marketing. From its
original foundation as a branch of applied economics, with emphasis on pro-
duction, to a management discipline, stressing an orientation to increase sales,
marketing has evolved to its current characterization as an applied behavioral
science with a focus on understanding the behavioral implications of the ele-
ments of the marketing mix. In short, marketing has evolved to the realization
that it must take its marching orders from the consumer, because the con-
sumer is the arbiter of success.

The criticality of understanding consumer behavior applies not only to
marketing strategy planning, but is of equal importance to nonprofit organiza-
tions’ policy development and to public policy formation. Whether the orienta-
tion of the organization is profit or nonprofit, public or private, its efficiency,
effectiveness, and very survival depend to a large extent upon its ability to
understand consumer behavior.

Xix
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The complexity of consumer behavior requires the adoption of an inter-
disciplinary orientation to its study with contributions from psychology , so-
ciology, anthropology, economics, marketing, consumer science, and political
science. This eclectic approach makes the study of consumer behavior rich,
varied, and dynamic, but at the same time unwieldy and difficult for the
student to integrate and apply.

This all too frequently produces an artificial schism between the academ-
ic world and the real world. The student is a member of both, but separates
what is learned in the classroom from what is experienced in the real world on
a daily basis. The purpose of this anthology of readings and exercises is to
bridge the gap that exists between what is between the covers of a consumer
behavior textbook and its occurrence and application in the real world. It is
intended to be an educational tool to supplement and complement consumer
behavior textbooks. The purpose of this collection of readings and exercises is
to allow the student the opportunity to be an active, creative participant in the
learning process.

The anthology is divided into four parts:

1. The study of consumer behavior: introduction and overview.
2. Social and cultural influences on consumer behavior.

" 3. Intrapersonal influences on consumer behavior.
4. Consumer decision making.

Each topic is preceded by an overview of the articles and exercises included.
The readings in this book have been selected according to the following
criteria:

1. The articles illustrate real-world applications of the theories and concepts
introduced in textbooks,

2. The articles strengthen and deepen the students’ understanding of basic prin-
ciples and concepts.

3. The articles are readable.

4. The articles encourage class discussions and integration of material.

5. The articles encourage the students to appreciate the potential contributions of
consumer behavior to profit, nonprofit, government organizations and to them-
selves as consumers.

The exercises have been designed with the following objectives in mind:

1. To allow the student to experience the application of the concepts and princi-
ples introduced in the text.

2. To allow the student to conduct “experiments” that will allow him or her to
develop an understanding of how the principles were derived.

3. To understand the usefulness of what they are learning to problem solving.
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These exercises are of three types. Some of the exercises are designed to be
integrated with the instructors’ lectures as an illustration or application of a
concept or principle. A second type of exercise is designed for small group
discussion and participation. The third type of exercise is more “experimental”
in nature and is designed with the intent of giving the student a sampling of
behavioral research methodologies and techniques. These three types of exer-
cises provide options in the selection and combination of those exercises that

are most appropriate for the goals and objectives of a particular consumer
behavior course.

Gail Tom
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